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This bachelor‟s thesis focuses on a proposal of the business plan, which is based on 
establishing an e-shop in Lyon, France. Offered products are called „party products‟, 
which consist in snacks, non-alcoholic and alcoholic drinks and party accessories. 
Individual orders are delivered within thirty minutes around Lyon after online payment 
or ordering by phone. The proposal of the business plan is based on collecting data and 
subsequent analyze of local market in Lyon. This work can be used by Czech citizens as 
a plan, how to establish a company within the European Union market. Apart from that, 
it covers also a graphic presentation of a company: a logotype, a business card, a 
correspondence and a visualisation of the index page of the e-shop. 
 
 
Abstract in Czech 
Tato bakalářská práce je zaměřena na vytvoření podnikatelského plánu, který spočívá 
v zaloţení e-shopu v Lyonu, Francii. Produkty nabízené v e-shopu jsou tzv. párty 
produkty, tedy pochutiny, nealkoholické a alkoholické nápoje a doplňky. Jednotlivé 
objednávky jsou po Lyonu doručovány do třiceti minut od online zaplacení či 
telefonickém objednání . Tento podnikatelský plán je zaloţen na sběru dat a následné 
analýze trhu v Lyonu. Můţe jít také o návod, jak český občan můţe zaloţit podnik 
v rámci Evropské Unie. Podstatnou část této práce je také návrh grafické prezentace 
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Introduction 
The Czech Republic has been a part of the European Union for six years. Convergent 
evolution of either the European Union system or Czech system had started even before 
1.5.2004. Czech people were not able to move and work freely all the time. Nowadays, 
the situation is much better. People can move, work and even start a business or just 
provide their services in different countries than it is their origin country. I am glad I 
was able to stay for four months in a beautiful French city called Lyon. These facts 
made me interesting in the issue how and with what conditions it is possible to establish 
a company abroad.  
 
All newly emerging business activities are starting by the same problem – how to start, 
what to do at the really first point, how to plan and decide what is important and what is 
not for a successful entry to markets. In fact, the mentioned points are real bases of all 
companies all around the world. This thesis tries to bring answers to all these questions. 
It concerns itself with proposing the business plan for an e-shop which could celebrate 
success on market of Lyon. The conditions are diverse than we know from Czech 
market. This work can be also considered as a plan how to entry into new markets, more 
specifically French market, from a point of view of a Czech entrepreneur.  
 
The created company does business with party goods. Party goods consist of all items 
which can be used and needed in parties. Those things are mainly non-alcoholic and 
alcoholic drinks, snacks as potato crisps, pizzas, small sandwiches and others and also 
all goods which can be used for creating events as balloons, masks etc. The company 
works also as an agency focused on organizing aperos, parties and celebrations. 
 
To comply with requirements of Institute of Informatics this thesis looks into the 
problem of company colours. The major issue is mentioned above – the proposal of the 
business plan, the minor issue consists of creating easily identifiable image of the 
company. It is important to be presented by the same colours or rather by the same 
language to customers. This part includes proposals of a logotype, company colours, a 
business card, a correspondence and a preview of the home page of the created e-shop. 
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1 Problem definition 
It is necessary to think about establishing companies abroad in different ways than in 
the Czech Republic. It is not so problematic to analyze the Czech market. Sources, 
statistics, facts are easily available and everything is in our mother tongue. When we 
consider the French market, it is not so easy at all. All information is mainly in French 
language, thereby it is necessary either to be able to use French language or to have a 
good interpreter or contacts. 
 
Even though Czech legislation is reckoned as unclear and sometimes intricate, French 
bureaucratic system is even more complicated and demanding. When a company wants 
to purchase alcoholic beverages and sell those to classic customers (B2C), it has to 
satisfy many demands and meet the local standards.  
 
Entrepreneurs, who want to establish companies within the European Union or offer 
their services on foreign markets, have to arm with a huge amount of patience. 
Everything does not have to work exactly how they wish and also to meet all time 
deadlines and expectations does not have to be too easy. 
 
Chapter two, Theoretical part, explores the basics of planning and making decisions 
from the very beginning thoughts of creating a new company. Thus, this chapter can be 
considered as a theoretical background which should be known to all starting 
entrepreneurs. It offers also a view to general knowledge of computer graphics, 
differences between raster and vector graphics which are crucial to abide when 
company graphics is made. A very useful part can be that with tips how to create a 
business card. 
 
Chapter three, Analytical part, introduces to readers with facts and statistics about 
French market: a French legal approach to consumption of alcohol, retail consumer 
expenditure for alcohol or the total number of sales of alcoholic drinks in 2008. This 
chapter consists also from supplier analysis, competitor analysis, SWOT and SLEPT 
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analyses. A reader of this part can also find out more about legal types of companies 
that are allowed to register.  It is also completed with concrete and rich data - totally 
from eight questions which were collected by questionnaires directly from people all 
around Lyon. 
 
And finally chapter four, Synthetical part, proposals and solutions, deals with itself 
complete study and process of making a new company in France. It includes description 
of the created company, such plans as marketing, financial and also tries to solve human 
resources management. This part also presents the final proposals of the whole company 
graphics - a logo, a business card, a heading of company correspondence and it provides 
a view of the main page of the e-shop.  
 
 
I am writing this bachelor‟s thesis from a view of a potential entrepreneur (does not 
matter what nationality), who tries to entry to the French market in Lyon with a fast 
delivering system of alcohol, soft drinks, snacks and other party material. I was very 
lucky during my studies in Lyon I met a very good friend who is originally from Lyon. 
This man appears in this thesis as a co-proprietor of the company. He is just one of the 
reasons, why my enter on the French market would not be as problematic as it usually 
can be.  
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2 Theoretical part 
2.1 Start-up decision 
Even though it is time of the financial crisis and the best option, how to survive this 
ridiculous period of time, is being an employee (which does not help any more). Every 
day, new and new people try to become successful as beginning entrepreneurs. Why 
does anybody want to take the risk of starting up their own business? It is hard work 
without any promises of revenue.  
 
 
Picture 1: Reasons for setting up  a business (Burns, 2001, p.71.) 
 
As Burns (2001) presents, there are „push‟ and „pull‟ factors which influence people 
towards setting up their business. These factors are those that push people into self-
employment - unemployment or forced redundancy, disagreement with management, 
being „misfit‟ and not feeling comfortable in an organisation for some reason, or having 
no alternative. Otherwise there are also blocks which can be seen as insurmountable 
problems by those who are not surely decided to start up either their new businesses or 
new lives. 
 
Before entering a market, it is crucial to understand the market, to find customers, to 
analyze competitors. An entrepreneur needs to think through how he is going to market 
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the product or service. He needs to ensure to get sufficient resources too. All these 
factors are summarised on the figure bellow. 
 
 
Picture 2: What an entrepreneur needs to start own business (Burns, 2001, p.73.) 
 
The first innocent thoughts about setting up a new firm can very easily become to a 
miserable and chaotic situation for the rest of an entrepreneur‟s life. To avoid this 
scenario, it is crucial to have the best plan which is possible to get. That is the reason 
why all the factors are so important. 
 
2.1.1 Idea 
The idea is usually the strongest trigger to start thinking about an entrepreneurship. It is 
also „the main pillar‟ and the most important base of a new firm. Nowadays, markets are 
so competitive that to get interest of customers is very difficult. Basically people base 
their business upon skills, qualifications or experience that they have already gained 
from previous jobs. They have often contacts in the industry they are persuaded they 
can exploit to their own advantage. Other people notice gaps in the market: those 
opportunities which are not being taken by existing businesses. Gaps in markets come 
from change. There are some examples of how can gaps in markets can be reached: 
 
- Completely new services or products that a person has seen and that are not 
available in the potential country. 
- Changes in markets such an opening up of new shopping areas. 
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- Changes in customer demands or fashions. 
- Changes in legislation can create opportunities as well. For example changes in 
Health and Safety at Work regulations. 
 
Those were possible looks on gaps in markets. New businesses are created also by 
innovation: 
 
- Invention or innovation. 
- Ways of doing things cheaper or better. 
- New ways of getting goods or services to markets; for example via telephone or 
internet – as my approach of selling my products in Lyon. 
- New developments in technology; for example e-commerce.  
 
The important thing with ideas is to write them down because all too often good ideas 
are forgotten. But when a good idea is considered it is not necessarily a good 
commercial opportunity. It has to be linked to market demands. (Burns 2001, 73-78pp.) 
There are many sources of potential business ideas, they could come from: 
 
- “Existing businesses; 




- Research institutes; 
- Industry and trade contacts; 
- Industry and trade shows; 
- Newspapers and trade journals; 
- Business networks and contacts; 
- Television and radio.” (Burns 2001, p.76) 
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2.1.2 Personal attributes 
Not all people can become entrepreneurs or managers. Those who want to succeed (or 
already succeeded) in doing business they need to have certain operating skills. A 
person cannot be a decorator without having the skills of a decorator. However, if a 
person has six decorators forking for him, the primary skills he probably needs to be a 
salesperson, as well as an administrator or bookkeeper. The smaller the business is, the 
smaller the owner-manager needs to be a jack-of-all trade. The bigger the business is, 
the more and better specialist can be hired. 
Certain personal skills of all beginning entrepreneurs are required: 
 
- Stamina: Be an entrepreneur is not the same as being an employee who works 8 
hours a day and then goes home with a clear head. Entrepreneurs work long 
hours with few holidays. They are hard working. 
- Commitment and dedication: In order to be motivated to put in that hard work 
an entrepreneur needs to be committed and dedicated. He needs to be disciplined 
and willing to make personal sacrifices. 
- Opportunism: A need to be in the right place at the right time. When an 
opportunity appears, it has to be taken. 
- Motivation to excel: An entrepreneur needs to be results orientated, with high 
but still realistic goals and to know how to achieve them. 
- Tolerance of risk and uncertainty. (Burns 2001, 78-79pp.) 
 
2.1.3 Customers 
Beginning entrepreneurs with their starting firms cannot precisely know who exactly 
their customers will be so some market researches are vital. Estimating the size of a 
completely new market for a completely new product or service can be a tough task. 
However, where there are existing markets for similar products or services the task gets 
easier. Questions that are following, is good to determine. The better are determined, the 
better an entrepreneur can be prepared: 
- Who is going to buy the product or service? 
- Why will they buy it? 
- Is the product or service better than already existing? 
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- Is the customer reachable? If so, how? 
- What are the channels of distribution? 
- Is the market growing or declining? 
- How big is the market? 
- Are there competitors? And so on. (Burns 2001, p.80) 
 
2.1.4 Competitors 
It is particularly important that a start up understands the nature of the competition it 
faces. 
 
Picture 3: Porter's Five Forces,  
source: http://mbaquiz.com/files/porter.png 
 
The structure of the market – the customers, suppliers, competitors – and the potential 
substitutes and barriers to entry determine the degree of competition and therefore the 
profitability it is likely to achieve. Michael Porter (1985) developed a useful structural 
analysis of industries which he claims goes some way towards explaining the 
profitability of firms within it. The aim of any competitive strategy, he says, „is to cope 
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with and, if possible change, the rules in favour of the company‟. Unfortunately, a small 
firm is unlikely to be able to change those rules, so it pays to understand them. Porter 
claims that five forces determine competitiveness in any industry. (Burns 2001, p.81) 
These ones are shown in Figure 3.  
2.1.5 Launch strategy 
There have only ever been three ways of selling products or services and at the launch 
of a business it is necessary to decide which one applies to an entrepreneur. It can be 
used a good example with a classic market where there is a street trader offering the 
cheapest goods in the market – fruit, vegetables or whatever; at the other end there is 
another offering something different – fresher or organically-grown fruit, vegetables or 
whatever. The more different you are, the higher the price you can charge. But 
there is also a third way to charge a higher price – not to go to the market, but rather to 
take products directly to the customer. This is called focusing on the customer and their 
needs. Michael Porter (1985) gave this piece of common-sense the catchy title of 
„generic marketing strategies‟ and argues there are only three fundamental ways of 
achieving sustainable competitive advantage (Burns 2001, p.83): 
 
- Low price; 
- High differentiation; 




The last consideration is resources. The needed resources will depend upon the size of 
the business and this is difficult to say at start-up. Most start-ups need money, but 
sometimes this can be minimised by borrowing resources or obtaining assets on lease or 
hire purchase. A golden rule in start-ups is to keep fixed costs as low as possible, thus 
keeping that all important break-even point low. 
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2.1.7 Motivation to set up a firm in the EU 
After all of these „building bricks‟, we can consider a setting up of a firm as a risky or 
well-elaborated activity. There is another no less important fact – a motivation to set up 
a firm in the EU. This paper works with the idea to set up a firm in France. It is 
understandable when an individual wants to set up a firm abroad, there has to be a clear 
rational motive. We can identify these motives: 
 
- a desire to leave a native country; 
- to carry out a challenge; 
- an affection to a foreign country; 
- a personal/partner/family motive; 
- a great and new idea which is not known abroad; 
- to get a freedom; 
- powerful contacts in a chosen country. 
 
Even though the mentioned motives play important roles, there are also certain barriers 
dependent on countries: 
 
- laws, restrictions and directives; 
- different tax rates and structures; 
- probably diverse habits and ways of doing business; 
- different minds, priorities and way of thinking; 
- customer behaviour; 
- languages. 
 
I do not mention all the factors without the reason. As the following statistics show, 
entrepreneurship mainly at its beginning is slightly risky decision. The typical firm lasts 
only about 6 years, with about 23% of firms terminating within 2 years after starting 
business, and about 65% of the firms had stopped operating by the end of 10 years. 
(Morris, 2009) Another statistic says that about 8 per cent of the firms in the smallest 
size decile disappear during the first years; 50 per cent disappear within 12 years. On 
the other hand firms in the largest-size decile are much more likely to be around for 
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longer time. Only about 1 per cent expire in the first year and about 80 per cent survive 
for 23 years and longer. (Queen, Roll, 1987) When we look at the statistics in the Czech 
Republic, the newest numbers do not indicate any other numbers. The number of 
bankrupts has been increasing since 2007.  Generally 1 480 firms ended their activities 
in 2009. It is obvious this number will be unfortunately grown during the following 2 or 
3 years. (Šitner, 2010) 
 
 
2.2 What is a business plan 
A lot of definitions, what a business plan exactly is, were already written many times. 
Some of them did not consider the plan as the complete component but rather tried to 
divide the plan to more elements. The business plan as is known nowadays is a very 
extensive document which includes also for example a financial plan, a marketing plan, 
a manufacturing plan etc. 
 
The definition, which I like, is: 
“A written proposal for a new business or new direction in a previously established 
business. Business plans typically include a description of the company and its products 
or services, a budget, an overview of current and projected financing, a market analysis 
and marketing strategy, and projected profits and losses.“ (Galileo Glossary, 
galileoam.com) 
 
When this definition is read there can still be still several questions unanswered like 
what a business plan really is. It is possible to assimilate a business plan to a road atlas, 
it can be seen in an easier way. This approach gives the answers to these questions: 
where we are, where we want to go and how we want to reach it. Those three simple 
things are crucial when we consider it as a plan how to get from the point A to the point 
B. And the like we think about it from a view of emerging companies. (Koráb, 
Mihalisko, Vaškovičová, 2008, 53p) 
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There are a lot of possibilities how to reach the required aim. Alike a traveller, a starting 
entrepreneur knows how much money and how much time he can spend. He has to 
consider also external such factors as law regulations, competitors, changing consumer 
behaviour or social changes and internal factors as human resources management, 
marketing or production. 
 
The right business plan should answer all the answers and specify the exact route of 
successful establishment and following growth. 
Basically, we can say that a business plan is created for the two main reasons: 
 
- to internal need in a company, 
- to external need for other purposes. (ŢIVELOVÁ, 1996) 
 
Completely three different types of individuals are interested in a business plan. Thus a 
starting entrepreneur is going to create a business plan; he does not create it only 
because of him. These three groups are: owners who care about future of a company, 
managers who care about present results and who manage a company and finally the 




 Group – owners 
Owners use business plans not mainly for planning of future (strategic plans), but also 
for managing of growth, planning of changes and others. 
2
nd
 Group – managers 
These persons are involved in preparations for business plans. In fact, business plans 
can be the main planning tool of managers. 
3
rd
 Group – investors 
Either banks or other investors are interested in getting lent money back with profit. 
Nevertheless, from this point their interests can be very different. Banks want to be sure, 
that during the time when companies have their money will be able to pay back either a 
principal or interests. Investors have a bit different approach. They get their money back 
when a company is sold, thus within next few years. (Koráb, Peterka and Rezňáková, 
2008, 22pp.) 
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2.3 Structure of a business plan 
Business plans are written by the starting entrepreneurs for internal and external needs 
but also by existing companies for the purpose of project financing. The most 
significant difference between the business plan of a start-up and the business plan of an 
existing company is the fact that an existing and already active company has a setup of 
products, management and organization, and business results. Forecasts based on 
existing data and operations are obviously more accurate. In order to overcome this 
tricky starting point, a start-up is required to perform research and forecasts that will be 
as thorough as possible. Unfounded optimistic forecasts will drive investors to apply a 
higher discount rate to the forecasts, and cut the forecasts down in their calculations. 
Besides, the use of unfounded forecasts could indicate a lack of professionalism or 
credibility by the entrepreneurs. (Rivers, 2006, e-articles.info) 
 
There are no set of rules which should be used to create a perfect business plan. Final 
business plans depend on what a company is going to do: 
- a very small company, 
- a retail business, 
- a wholesale business, 
- a manufacturing company, 
- or if a company is planning to expand.  (Blackwell, 1993) 
 
Each business plan should have a certain structure, to contain more or less important 
parts. As Burns (2001) presents, the business plan can includes these parts: 
 
- business details – name, address, legal form, business activity; 
- business targets and objectives; 
- market information – size, growth, competitors; 
- the company‟s strengths and weaknesses as well as competitive advantages; 
- customers and their potential; 
- marketing strategy – advertising, promotion, pricing and so on; 
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- key people, their functions and background; 
- financial highlights – turnover, profit, break-even, funding details; 
- detailed profit forecast; 
- detailed monthly cash flow forecast. 
 
2.3.1 Executive summary 
The business plan in this form can count 30 pages or be even longer. When an 
entrepreneur writes the plan he should have clearly in mind who it is intended for. 
Proposals which are required by banks include the whole version of the business plan 
even though creators should keep it as short as possible. Whereas it is necessary to 
make a short version of the business plan called the executive summary. This shortened 
version should not be longer than two pages, but on the other hand full of information 
without useless facts. 
 
Usually, this part is crucial for getting reader‟s attention to go through the whole 
business plan. It makes the first imagination about the possible, new company. This 
document can include the following items: 
 
- identification of the founder/manager/team – with arguments why they think this 
proposal will be successfully executed and a brief description of the leading 
team and its skill; 
- products and services – it is suitable to highlight the special and attractive 
features; 
- market – the target market, the business opportunity, and the business model to 
benefit from it; 
- strengths – advantages and power of the company; 
- summary of financial projections – revenue, net profit, cash flow, and projected 
return in up to the next years: year 1, year 2 and so on; 
- financial resource requirements – how the budgets will be allocated. (Koráb, 
Peterka and Rezňáková, 2008, 75p) 
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2.3.2 Requirements to a business plan 
Basically, business plans should by brief, transparent, simple, and accurate. There are 
lots of manuals which help how to write the balanced business plan. Nevertheless some 
points could be observed: 
- highlight advantages of products/services; 
- focused on future – developmental trends, expansion and so on; 
- credibility – analysis of competitors can do a good impression to investors; 
- feasibility – guesses and suggestions are realistic, based on real numbers and 
calculations; 
- formal correctness – avoid mistakes, different styles of writing and so on. (Fotr 




Nowadays, computing graphics is divided to two parts – bitmap and vector graphics. 
Both types are completely different. It is necessary to know which type of graphics to 
use for effective processing and presentation of companies. 
  
2.4.1 Bitmap graphics 
Bitmap graphics are the most common graphic format in use on the web and, indeed, on 
the computer. Every bitmap picture is consisting from a „imaginary grid‟, on which 
small squares (pixels) are pictured and  contain specific color information.  When a line 
is draw, these small pixels are getting coloured more or less clearly, as it is visible on 
the picture 1. The further a picture is, the better it looks like. This imperfection is visible 
only from full zoomed view then. (Fulghum, eastbywest.com) 
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Picture 4: View on single pixels,  
source: http://www.photoshopsupport.com/shoptalk/vectors-and-bitmaps/grid1_ FILLED2.jpg 
 
This is how computer monitors and televisions work - they both are a series of little 
squares (pixels) in a big grid (the screen). When a monitor's resolution is specified 
(800x600, 1024x768 etc), a computer knows how many dots across by how many dots 
tall should be pictured.  If you have a 6.3 megapixel camera, that means the files 
produced by the sensor (digital film) will be 3072x2048 - 3072 X(times) 2048 = 
6,291,456. It gets around 6.29 megapixels, which is close enough to 6.3 for the 
marketing people. (Agrella, photoshopsupport.com) 
 
That is the main difference from vector graphics. Size of pictures is set by a complete 
area of a picture, not by pictured objects. Thus a white picture sized 640x480 pixels is 
as big as a photo picture.  
 
Bitmap formats are not good to use for curves, proposals of logotypes, web graphics 
and so on. All these cases have to be pictured exactly with the same good quality in 
either low or high resolution.  
 
Use formats 
 TIFF (.tif), BMP (.bmp), PICT (.pct), GIF (.gif), JPEG (.jpg).  EPS (.eps), PICT (.pict). 
 
2.4.2 Vector graphics 
Rather than being composed of pixels, Vector graphics consist of points, lines, and 
curves which, when combined, can form complex objects. These objects can be filled 
with solid colours, gradients, and even patterns.  
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Advantages of vector graphics are their file sizes are usually very small, they have 
infinite resolution, and the image remains editable as long as it remains in a vector 
format. Disadvantages of vector graphics are they are NOT well suited to photographic 
images and their formats are not as universally interoperable as bitmaps. 
 
 
Picture 5: Way of creating vector objects 
 
“However, Vector graphics are ideal for producing artwork which frequently needs to 
be presented in different sizes or colors. Logos especially fall into this category. A logo 
produced with a vector application can be blown up to fit on a billboard or scaled down 
to adorn a letterhead with no loss of quality.” (Fulghum, eastbywest.com) 
 
Vector graphics are used every day by all people in the world. Fonts are vector graphics 
shaped like letters. They illustrate the behavior of vectors too. First, small file size - an 
entire font, composed of many letters, numbers and symbols, is a small file that can 
easily be downloaded or emailed. Second, scalability and resolution independence - 
type can be set to any size and it never starts to look big. (Aagrella, 
photoshopsupport.com) 
 
So when you install and use a font, you are working with vector graphics - some 
programs like Illustrator or Inkspace allow to convert these text shapes to editable 
shapes or paths. Once a text is converted to paths it can be modified according to user‟s 
wishes. 
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Picture 6: A font is transformed to curves 
 
Use formats 
EPS (Encapsulated Post Script - .eps), Adobe Illustrator (.ai), Adobe (formerly 
Macromedia) Freehand (.FHx), Inkspace (.svg), PDF (.pdf). EPS and PDF formats can 
be used either for bitmap or vector graphics. When vector drafts are made and 
presented, format PDF is ordinarily used. 
 
2.4.3 Tips how to create a business card 
I propose a logo, an illustration letter of correspondence, a business card and the main 
page of the proposed e-shop. From a reason a business card is the most complex task 
(except of the main page of the eshop), I will bring forward some theory only about 
business cards which are consisted of a logo and usually also the same information as 
the letter. 
 
To create a business card is not too difficult. More than „how to create it‟, an interested 
person should wonder about „what to place on it‟. The most important element on 
business cards are text sizes. If a text is too small, clients could struggle to read 
information on the cards. There should be a visual balance between the size and position 
of address, the name, the title and the logo of a company. 
 
For determining the sizes of typography, these following tips should be kept in mind 
(Holten, 2008): 
- Address and Phone contact elements should be 7 to 8 point.  
- Name should be 1 point bigger or set in a bold typeface.  
- The title could be the size point size as your address details or 1 point smaller.  
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- If needed the Company name should have a minimum of 12 point. 
 
Then a creation of a business card is not difficult, even though in my opinion there are 
some more principles which should be followed: 
 
- Keep colour theme of a business card according to a logo, company‟s colours; 
- right position of objects – a logo, name of a company, decoration etc; 
- identical distance of all objects – for example the same distance of a logo and 
text from margins of a business card; 
- publish only correct and needful information. 
 
Well, now we know how big typography should be, we know something about a 
position of each element on a card. Thus the following list presents commonly found 
information on a card (Parker, 2000, 226p):  
 
- Company name or logo; 
- company payoff (possibly incorporated in the logo); 
- name; 
- title; 
- email address; 
- internet Address (URL); 
- telephone number; 
- mobile telephone number; 
- fax (facsimile) number. 
 
To have all important information about business cards, there is one more thing left 
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Table 1: Business card sizes (Holten, 2008) 
Name Size in millimetres Ratio 
ISO 78100 ID-1 (credit card) 53,98 mm x 85,60 mm 1,586 
ISO 216 (A8 format) 52 mm x 74 mm 1,75 
European business card 55 mm x 85 mm 1,586 
US business card 51 mm x 89 mm 1,75 
Japanese business card 55 mm x 91 mm 1,65 
 
Most business cards are printed and used horizontally, but it's not uncommon to use it 
vertically.  
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3 Analytical part 
3.1 France 
3.1.1 General information 
France is divided into 22 metropolitan regions (including the "territorial collectivity" of 
Corse or Corsica) and 4 overseas regions (including French Guiana, Guadeloupe, 
Martinique, and Reunion) and is subdivided into 96 metropolitan departments and 4 
overseas departments (which are the same as the overseas regions). 
 
 





- 0-14 years: 18.6%  
- 15-64 years: 65%  
- 65 years and over: 16.4%  
Population growth rate: 0.549%  
Urbanization:  77% of total population 
 




Roman Catholic 83%-88%, Protestant 2%,  




Conventional long form: French Republic; 
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Local long form: Republique francaise; 
Local short form: France; 
 
Executive branch:  
Chief of state: President Nicolas SARKOZY (since 16 May 2007). 
Head of government: Prime Minister Francois FILLON (since 17 May 2007). 
All these data are used from (CIA, 2010). 
 
3.1.2 Economic information 
With a GDP of approximately €1.8 trillion, France is the world‟s sixth-largest economy. 
It has substantial agricultural resources, a large industrial base, and a highly skilled 
work force. A dynamic services sector accounts for an increasingly large share of 
economic activity and is responsible for nearly all job creation in recent years. Real 
GDP increased by 0.8% in 2008. French economy was in recession during 2009 with an 
estimated drop by 2.1%. (Theodora.com, 15.1.2010) 
 
France is a member of the G-8, the European Union, the World Trade Organization and 
the OECD, what confirms its status as a leading economic player in the world.  
 
France is the second-largest trading nation in Europe (after Germany). France ran a 
record-setting €58 billion deficit in calendar year 2008. Total trade for 2008 amounted 
to €918 billion, 75.0% of which was with EU-24 countries. (Doing Business in France, 
CCG) 
 
Legislation passed in 1998 shortened the legal workweek from 39 to 35 hours for most 
employees effective January 1, 2000. Recent assessments of the impact of workweek 
reduction on growth and jobs have generally concluded that the goal of job creation was 
not met. The former administration under President Chirac introduced increasing 
flexibility into the law. Under President Nicolas Sarkozy's impetus, overtime work is 
exempted from income taxes and payroll taxes as of October 1, 2007, a move to 
encourage work and to increase work time. The business community welcomed 
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government efforts to change the 35-hour workweek, but has complained that measures 
are difficult to implement.  
 
Unemployment has been the highest since 1999 and still increases as in all countries in 
Europe. The unemployment rate for the year 2009 reached 9.543 per cent that means the 




3.1.3 Rhône-Alpes Region 
In January 2007, the population of the Rhône-Alpes Region was around 6,058,000. Just 
under one inhabitant out of 2 lives in one of the region's ten largest urban areas. This 
gives the region a well-balanced urban framework. (Official page Lyon.fr) 
 
 
Picture 8: Map of Rhône-Alpes region,  
source: http://en.wikipedia.org/wiki/File:Rhône-Alpes_region_locator_map.svg 
 
“Rhône-Alpes contains 3 major cities in France. It forms the triangle Lyon - Grenoble - 
Saint-Etienne. This triangle is the economic core of the region. These three urban areas 
are very complementary, and have smaller cities around, like satellites. 
- Lyon's area : 1,798,395 inhabitants (2008); 
- Grenoble's area : 560,453 inhabitants (2008); 
                                                 
1
 Source: International Monetary Fund - 2009 World Economic Outlook 
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- Saint-Etienne's area : 321,703 inhabitants (1999); 
- Valence's area : 164,334 inhabitants (2008).” (Wikipedia.org, 2010) 
Rhône-Alpes is a prosperous region, its economy is the second in size only to Île-de-
France in France. 
 
3.1.4 Lyon 
Lyon is located at 470 km from Paris, 320km from Marseille, 160km from Geneva and 
280km from Turin. Lyon is a major centre of business with a reputation as the French 
capital of gastronomy and having a significant role in the history of cinema due to 
Auguste and Louis Lumière. 
 
 
Picture 9: The dominants of Lyon,  
source: http://en.wikipedia.org/wiki/File:Vues_-de_Lyon_2.jpg 
 
The population of the city of Lyon is 472,305. Together with its suburbs and satellite 
towns, Lyon forms the second-largest metropolitan area in France after that of Paris. 
The GDP of Lyon is 62 billion euros and the city is the second richest city after Paris. 
Lyon and its region Rhône-Alpes represent one of the most important economies in 
Europe and, according to the Loughborough university, can be compared to 
Philadelphia, Bombay or Athens concerning its international position. The tourism 
industry is really beneficial to Lyon with one billion euros in 2007 and 3.5 million hotel 
nights from foreigners in 2006. Approximately 60% of tourists visit for business, with 
the rest for leisure. (en.lyon-france.com, 2010) 
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There are around 25 colleges and universities. One of them is IDRAC International 
School of Management where I was studying during my stay in Lyon. This number 




3.2 Legal types of companies in France 
There are two main categories of legal structures available to businesses in France: 
incorporated ones have a legal personality and have a limited duration of 99 years, and 
unincorporated ones, which include businesses which have not accomplished 
registration formalities, but which the law recognizes because they act as if they were 
incorporated and carry on a commercial or economic activity. 
 
To incorporate a company, certain documents must be filed with the clerk of the 
Commercial Court of the place of the company‟s registered office and the company 
must be listed in the relevant corporate register. 
 
Classically, there is one difference between limited liability companies and unlimited 
liability companies. Limited liability companies are those where shareholders‟ liability 
is limited to their capital contributions. They include SA, SAS, SARL, and EURL. On 
the other hand, shareholders of unlimited liability companies are jointly and severally 
liable for the company‟s debts – they include SNC, SCS and SCA. Last two mentioned 
are shuffling these two categories, resulting in an hybrid company form including two 
types of shareholders: some whose liability is limited to their capital contributions, and 
others whose liability is unlimited. (Thieffry Associes, 2010) 
 
“The administrative cost of setting up a company in France is 76.19 euros (at 1st 
January 2006)plus the cost of publishing the registration details in the legal journals 
(approximately 220euros), which is a total cost of approximately 300 euros.” (LIAA, 
2010) 
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In France, there are more than the three bellow mentioned types of companies. Other 
types are: 
 Société en Nom Collectif (SNC); 
 Société en Commandite Simple (SCS); 
 Société en Commandite par Actions (SCA); 
 and others. 
 
3.2.1 Société Anonyme (SA) 
The SA is one of the two most common types of corporations in France. The stated 
capital of a SA is divided into shares. The shareholders‟ liability for the debts and 
obligations of the SA is limited to their capital contributions. A SA must have at least 
seven shareholders, and the law sets no maximum. A shareholder may be either a legal 
entity or an individual, a French national or a foreign national. If the SA trades publicly, 
the capital must be at least 225 000 €. In case the SA is not listed on a stock exchange, 
the stated capital must be at least 37 000 €. This kind of company is similar to a „public 
limited company‟ in the United Kingdom or to a „akciová společnost‟ in the Czech 
Republic. (LIAA, 2010) 
 
3.2.2 Société à Responsabilité Limitée (SARL) 
The SARL is the most widely utilized form of corporation in France because like the 
SAS, it has many advantages for small companies such as low stated capital 
requirements, simple rules and regulations by which the shareholders must abide. There 
is also a special type of SARL with one shareholder only.  
 
A SARL must have at least two and no more that one hundred shareholders. They may 
be French or foreign citizens, natural persons or legal entities. A SARL may not be 
listed on a stock exchange. The stated capital of a SARL may be as low as 1 € and 
shareholders‟ contributions may be made in cash or in kind such as tangible assets or 
intellectual property. (Thieffry Associes, 2010) 
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This kind of company is similar to a „private limited company‟ in the United Kingdom 
or to a „společnost s ručením omezeným‟ in the Czech Republic. I will use this kind of 
company for my proposal of a business plan. 
 
3.2.3 Société par Actions Simplifiées (SAS) 
The SAS is a type of corporate structure that was created in 1994 and improved in 1999 
to give more flexibility to the founders in setting the basic rules of the company. This 
type of company is increasingly used, especially by small and mid-size businesses. 
Nowadays, SAS are clearly favored by foreign groups which are setting up subsidiaries 
in France. In principle, there must be at least two shareholders in an SAS, that may be 
any individuals or legal entities, French or foreign. An individual or a corporate entity 
may be a shareholder of several SAS. The minimum stated capital is 37,000 €. 
 
 
3.3 Analysis of the alcohol market 
3.3.1 Legislation 
The legal drinking age in France is 16 years old; as such, it is illegal to sell or offer 
alcohol to anyone below that age. However, as alcoholic drinks are usually sold in 
grocery outlets, in specialist food shops or in supermarkets/hypermarkets, young people 
in France are often able to buy alcoholic drinks, despite being under 16 years old. 
 
There is also legislation in place that restricts the amount of alcohol that anyone can buy 
per day for personal consumption. The authorities have forbidden the purchase of more 
than 10 litres of spirits, 20 litres of weak spirits, 90 litres of wine and other fermented 
products, 60 litres of sparkling wine or 110 litres of beer per day. 
 
Bars and cafés are not officially allowed to sell alcoholic drinks with more than 15% of 
alcohol by volume to consumers under 18 years of age, whereas alcoholic drinks with 
less than 15% of alcohol by volume can be drunk by consumers aged between 16 and 
18 years of age in French bars/cafés. However, a law from the French Health Ministry 
- 38 - 
 
banning any sales of alcohol to consumers under 18 years of age is still under 
discussion. 
 
In September 1995, as in most European countries, France adopted the 0.5g/litre limit 
for the proportion of alcohol in the blood when driving (previously 0.8g/litre). Drivers 
found with an alcohol level of between 0.5 and 0.8g/litre incurred a three point penalty 
on their driving licence (out of 12 for a clean driving licence) and a fine. With an 
alcohol level higher than 0.8g/litre, drivers were made to pay heavier penalties, such as 
disqualification from driving, or a 6-point penalty. There were major government 
campaigns against drunk driving in 2007. (Euromonitor International, 2009) 
 
3.3.2 Retail consumer expenditure 
As we can see, retail consumer expenditure on alcoholic drinks has increased by 11 per 
cent for 6 years (2003-2008). This indicator is very good for my business, even though 
it is not so good for society. I predict retail consumer on alcoholic drink will still 
increase in future. 
 
Table 2: Retail consumer expenditure on alcoholic drinks 2003-2008 
EUR million       
 2003 2004 2005 2006 2007 2008 
Total 14 092,0 14 274,1 14 132,5 14 763,4 15 168,1 15 641,0 
Source: Euromonitor International 
 
3.3.3 Sales of alcoholic drinks 
According to the numbers from the table 3, the beer market is going slowly down (from 
7 900 mil € in 2003 to 7 354 mil € in 2008) whereas the spirits market is going up (from 
14 017 mil € to 15 701 mil € in 2008). That presents the accrual about 12%. 
 
Table 3: Sales on alcoholic drinks by sector: Total value 2003-2008 
EUR million       
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 2003 2004 2005 2006 2007 2008 
Beer 7 909,9 7 700,0 7 526,8 7 482,3 7 405,3 7 354,8 
Cider/perry 271,4 277,2 279,3 280,1 278,6 278,4 
High-strength 
premixes 
199,7 273,3 264,7 199,8 191,9 184,3 
Wine 25 288,6 25 294,8 24 968,3 24 784,6 24 915,4 25 254,5 
Spirits 14 017,0 14 226,8 14 488,1 14 783,8 15 292,4 15 701,1 
Alcoholic drinks 47 686,5 47 722,1 47 527,2 47 620,7 48 083,6 48 773,1 




3.3.4 Taxation and duty levels on alcoholic drinks 
From the following tables it is interesting to study the selling margin of the three main 
products – brands of beer, wine and spirit. The selling margin varies from 13,9% until 
27,9%. I am sure there is still a gap where it is possible to push prices down. First of all, 
profit of this service of delivering alcohol drinks to customers is higher than selling 
alcohol in supermarkets. And secondly, final profit could be higher in case on purchase 
of larger quantities in each single manufacturer or distributor = here it is reasonable to 
use a rule: „the higher purchase, the cheaper price‟. 
 
Table 4: Selling margin of a typical beer brand 2008 - Kronenbourg 1664 
   2008 
VAT   16,4 
Retailer   13,9 
Distributor   10,6 
Excise    5,6 
Manufacturer   53,4 
TOTAL 100,0 
Source: Official statistics, trade associations, store checks, Euromonitor International estimates 
Notes:   Based on Kronenbourg 1664, €0,67, 500ml at supermarkets/hypermarkets and 5% abv 
Excise includes any other tax as relevant 
 
 




Table 5: Selling margin of a typical wine brand 2008 - J P Chenet Cabernet 
   2008 
VAT   16,4 
Retailer   13,9 
Distributor     7,5 
Excise   25,8 
Manufacturer   36,4 
TOTAL 100,0 
Source: Official statistics, trade associations, store checks, Euromonitor International estimates 
 
 
Table 6: Selling margin of a typical spirit 2008 - Bacardi 
 2008 
VAT   16,4 
Retailer   27,9 
Distributor     9,3 
Excise   27,8 
Manufacturer   18,6 
TOTAL 100,0 




3.4.1 Direct competitors 
These two companies present the two main „direct‟ competitors on the Lyonesse 
market. 
Table 7: Overview of direct competitors 
Trade name : APERO MOBILE LYON  
 
Head office 
48 R MATHIEU DUSSURGEY  
Trade name : SPEED'APERO 
 
Head office 
11 R ROMARIN 
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69190 ST FONS 
 
Activity (NAF code) 4799A  
Legal form 
SOCIETE A RESPONSABILITE LIMITEE 
Registered on 03/04/2008 
69001 LYON 
 
Activity (NAF code) 4729Z 
Legal form 
SOCIETE A RESPONSABILITE LIMITEE 
Registered on 05/12/2005 
tel: 06 50 16 15 45 
email: lyon@aperomobile.com 
opening hours: 20h – 3h 
minimal purchase: 20€ 
payment: credit card, cheques 
tel: 04 74 87 00 00 
email: contact@speed-apero.com 
opening hours: 
Sunday – Thursday: 20h – 2.30h 
Friday and Saturday: 20h – 4h 
minimal purchase: - 
payment: take away in cash, Blue card 
Source: www.livraison-alcool.com and www.infogreffe.fr  
 
Apero Mobile is not only a local firm. They have eight branches through France: in 
Brest, Nantes, Marseille etc. Apero Mobile Lyon has won the price „Talent  des cités 
2009‟. This company is the main player on the Lyonesse market. The second company 
called Speed‟Apero is the second player. Apero Mobile offers ordering their products 
only by phone. Their webpage does not serve as an e-shop, but only as a list of offering 
products. On the other hand, Speed‟Apero offers products which can be ordered by 
phone (even they do not offer paying and ordering via internet), but they offered two 
ways of purchasing products: the first way is a delivery and the second way is a 
personal purchase 10% at their shop. When a customer chooses the second way, a 
special discount is imposed to him. 
  
3.4.2 Indirect competitors 
While there are only two direct competitors on the Lyonesse market, we can identify 
many indirect competitors. As an indirect competitor can be considered each small 
shop, mall, super or hypermarket which is located in Lyon. Of course, Partymobile.eu 
operates on the whole area of Lyon, while these „stationary‟ shops can serve only 
consumers in a certain distance around them.  
 
There is also another disadvantage of classic shops. Most of supermarkets close at 
21.00/22.00 and they are closed on Sundays or national holidays. There is also a 
restriction caused by the special directive – alcohol drinks cannot be sold by classic 
shops in the centre of Lyon after 22.30.  





3.5.1 Made survey 
I and my French friend Lucien were making several surveys in front of universities 
IDRAC Lyon, EM Lyon and also on the main square of Lyon called Bellecour during 
October and November 2009. The target age of asked people was between 18 and 30. 
There were totally 8 questions in the whole questionnaire. The number of all 
correspondents varies from 90 until 109. This range is caused by too busy 
correspondents who did not filled in all forms.  
 
At the first question, I was interested in a fact how often young people consume 
alcoholic drinks. 
 
Chart 1: Consumption of alcohol 
 
As we can see on the chart, consumption of alcohol is rather high. Almost 50 per cent of 
questioned people drink more than twice a week. Each tenth person is an abstinent. This 
fact can ensure a customer base for the company‟s services.  
 






Question 1: How often do you consume alcohol?




This question was answered by 97 respondents aged 18 - 30.
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Chart 2: Place of drinking 
 
It follows that young people prefer to drink at home or at house parties which are 
usually organized by friends. Due to the fact that prices for drinks at bars and mainly at 
clubs are extremely high, people buy lots of alcohol from supermarkets or other retail 
stores. 
 
I asked respondents about information how much they spend for partying every month 
at the third question. 
 
 
Chart 3: Monthly expenditure for partying 
 
It is apparent more than one third of respondents spend more than 81€ for partying 
every month. Then 24 per cent of people aged 18 – 30 spend from 51 to 80€ every 
month. I do not know how true these facts are. In my opinion, if somebody drinks twice 















Question 3: How much do you approximately spend for parties 





This question was answered by 90 respondents aged 18 - 30.
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expensive as in Lyon. I would assign these answers to the fact that asked people on 
streets do not know immediately how much money they can spend for drinks etc. every 
month. These numbers indicates higher rate of buying alcohol in supermarkets than in 
clubs for example.  
 
At question 4, I was interested in answers about celebrating birthdays. When I was 
studying in Lyon, almost every week somebody celebrated his/her birthday. Birthday 
parties were usually at somebody‟s place with some snacks and drinks. Invited people 
stayed there for the whole night or went to a club. 
 
 
Chart 4: Birthday celebrations 
 
When I thought about this question I imagined this kind of numbers. More than 60 per 
cent respondents celebrate their or their friends‟ birthdays at homes.  That is a good 
finding. In my opinion, one of marketing campaign could focus on birthday parties and 
connection with my services. 
 
The fifth question was focused on respondents‟ subconscious of Aperomobile and 
Speed‟Apero services – the two direct competitors of my company in Lyon. There were 





Question 4: Do you or your friends usually celebrate 




This question was answered by 90 respondents aged 18 - 30.
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Chart 5: Subconscious about our competitors 
 
Almost 50 per cent respondents have some experience with the direct competitors. If 
they answered one of these two options, there was another part of this question: 
„Express your satisfaction with their services.‟ Generally 49 people answered: 
 
Table 8: Satisfaction with competitors’ services 
Satisfied Rather satisfied Unsatisfied 
18 21 10 
 
As we can see, each fifth was unsatisfied with their services. I did not asked respondents 
for more details so I do not know why. 18 satisfied customers is not such a big number. 
For sure there is a chance to get better. 
 
Two following questions were already connected with my business idea. I asked people 
which way of paying they prefer when they order products online or by phone and when 





Question 5: Have you ever used services of 




I don't know what it is
This question was answered by 109 respondents aged 18 - 30.
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Chart 6: Preferred way of payment 
 
These consumers prefer to pay in cash immediately after a delivery. It can mean people 
want to be sure (in this case of services) that they really get their ordered products. 
 
 
Chart 7: Speed of delivery 
 
When people think about a possible order they want to get their products as fast as it is 
possible. However a big group of people prefers to say when an order should be 




Imagine: You buy alcohol or other party products online. All 
of ordered products would be delivered whenever you want. 
Which way of paying would you prefer? 
Online payment by credit card
Delivery payment in cash




Imagine: In case you order alcohol or other party products 
online or by phone, when would you like to get your order? 




This question was answered by 90 respondents aged 18 - 30.
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Chart 8: The most important aspects of our business 
 
No less important is also the last question. Which aspect in ordering is the most 
important for consumers? Speed of delivery got 36 per cent, followed by range of 
products with 29 per cent. Range of products is important for consumers then. It will 
play a big role in my proposal of my company. Nowadays, the two direct competitors 
do not offer so many kinds of drinks or snacks. 
 
3.5.2 Review 
Now when I interpreted the whole survey I found out a few interesting things. First of 
all, it is a pity I focused only on young people. In my opinion this kind of service will be 
used by middle-age people or even older too. Sometimes people do not have time to go 
to a supermarket and buy for example a bottle of good wine for a dinner. They can order 
it at work, chose time when they are already at home and wine will be delivered.  
 
Young people are also an interesting group of customers. I could see it when I was 
studying in Lyon. Moments like: „OK people, we have to leave to the centre because we 
do not have anything else to drink (or eat)!‟ were usual. If people had known a phone 
number where to call and order some more things, a party would have continued. 
Moreover when young people make parties, there are usually more people than they had 






Question 8: What do you think it's the most important aspect 





This question was answered by 90 respondents aged 18 - 30.
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So then the target group of customers is quite wide-ranging. There are students from 18 
till 26 years who party very often. They are focused on price because they do not want 
to spend too much money for drinking. There is also the second target group of people 
who already work and do not have enough time to go shopping. It is also possible they 
can forget to buy drinks or snacks and all shops are already closed. 
 
3.6 Suppliers 
Because Partymobile.eu is in its beginning, it would be very problematic to get good 
prices from alcohol, beverage producers and not only from them. A company can make 
an effort to get better prices directly from producers a little bit later after the start-up. 
Negotiation power will be definitely higher than in its beginning when company‟s 
representatives cannot do anything else than promising to producers  about future 
numbers. That is the reason why Partymobile.eu will start cooperating with the biggest 
German retailer Metro AG. This company runs shops METRO Cash & Carry (in some 
countries Makro stores), which serve to registered customers only. It operates in more 
than 27 countries globally. (Annual Report 2009, Metro AG), It will be strong and 
strategic partner of Partymobile.eu from more reasons: 
 
- rich scale of products – the company will not be focused only on alcohol drinks, 
but also on beverages, snacks and also party products – cakes, decoration etc.; 
- low and certain prices – in case more often and higher purchases a possibility to 
get better prices; 
- easy accessibility from Lyon; 
- a possibility to get ordered products delivered in case urgency. 
 
Theoretically it is possible to start negotiations with various producers and suppliers in 
the first months of the life cycle of the company. 
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3.7 SLEPT analysis 
The SLEPT analysis in this case, gives an overview of the different macro 
environmental factors in France that the company has to take into consideration. 
 
Table 9: SLEPT analysis of Partymobile 
S Social – Many students across Lyon; a growing trend of consumption of alcohol; 
„necessity‟ of an apero style of drinking and partying; higher and higher income of 
people but on the other hand more people are unemployed nowadays; people do not 
have enough time for shopping or organizing parties. 
L Legal – strict respect of laws and directives – no alcohol to younger people than 18 
(17); taxation requirements;  
E Economic – Economic situation of the whole Europe is starting to grow, lots of 
companies, which had to make many saving steps, is going to spend some extra money 
for company parties at the end of year. Also financial situation of regular people will 
get better at the end of year and the beginning of 2011 that means well placed 
marketing campaigns could bring great results. 
P Political – Stable government in France can indicate stable (and growing) market with 
all considered products – alcohol, party products, IT purchasing etc.  
T Technological – Benefits of internet and telephone ordering; thanks to IT and personal 
accounts it is possible to tempt consumers on discounts or special offers; ease of using 
the eshop; fast communication with consumers; step by step older and older people are 
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3.8 SWOT analysis 
The SWOT analysis of Partymobile indicates the internal factors – the strengths 
(ordering and payment methods) and weaknesses (a weak brand name) and the external 
factors – the opportunities (increase of market share) and threats (power of 
competitors). 
 
Table 10: SWOT analysis of Partymobile 
Strengths 
 
S1 – distribution channels towards customers 
 
S2 – ordering and payment methods 
 
S3 – scale of products and services 
 
S4 – opening hours 
 





W1 – a weak brand name 
 
W2 – lack of employees or capacity 
 
W3 – lack of access to key products 
 





O1 – new ways of shopping and lifestyle 
 
O2 – technological advances 
 
O3 – speed of delivery 
 
O4 – increase of market share 
 
O5 – services „all in all‟ with parties 
Threats 
 
T1 – new regulations towards alcohol 
 
T2 – tax increases and anti-campaigns about  
 
T3 – power of competitors 
 
T4 – changing customer taste 
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4 Synthetical part, proposals and solutions 
4.1 The executive summary 
This business plan was created for purposes of a setting up a company in France and its 
following development. Two co-proprietors think about establishing a private limited 
company (a SARL in French terminology) called Partymobile. The issue of the business 
plan is the fact that I am interested in investing money on the French market, not on the 
Czech market. That is the reason why there are many analyses of the French 
(specifically the Lyonnese market) market such as: customer analysis with a very 
contributing questionnaire, consideration of the main supplier for the start-up, 
competitor analysis and the whole view on the issue of drinking habits in France. The 
business plan consists from 4 parts. You can get to know the company from its 
description. The main target of business is set. Then I profiled the rest of the plan into 3 
parts: Organizational plan – where you can find out everything about working 
procedures; Marketing plan which is processed in 4 steps according to 4P marketing 
strategy: Product, Price, Place and Promotion. Finally, financial plan includes the 
funding requirements and the forecast profit and loss account. 
 
4.2 Company description 
4.2.1 Basic data 
 
It is necessary to clarify the fact that the company Partymobile SARL is considered as a 
fictive company – it is not established yet. 
The commercial company Partymobile is going to be entered in October 2010 into the 
register of companies in France – this service is operated by The National Council of 
Business Registrars and Commercial Courts (Conseil National des Greffiers des 
Tribunaux de Commerce - C.N.G). Its legal form will be Société à Responsabilité 
Limitée company. Its headquarters and also ths store will be placed on the street rue 
Pauline Marie Jaricot. This address is not too expensive, offers 3 rooms – 1 can serve as 
an office, the second can be a store and the third can be a dispatch room. Also the 
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location of this object is acceptable. Later on, the plant can be move into a bigger place 
– maybe a little bit nearer to the centre of Lyon – to support its distance to all districts of 
Lyon. The company will be established by two partners and its starting property will be 
4 000€. 
 
Fields of doing business: 
- Selling alcohol, non-alcoholic beverages and snacks to final consumers by 
phone and internet; 
- organizing company, birthday, anniversary parties and aperos;  
- arrangements of party places, restaurants etc. 
 
Table 11: Basic data about the company 
Name of the company Partymobile SARL 
Date of establishment 1.3.2011 
Legal form Société à Responsabilité Limitée 
Headquarters 46 rue Pauline Marie Jaricot 
690 05 Lyon 
Proprietors Lucien Koffi Onanina 50% 
Zdenek Komenda 50% 
Equity capital 4 000 € 
 
4.2.2 Target of business 
In the theoretical part, I emphasized importance of competitive advantages when an 
entrepreneur wants to start his business. Unfortunately, when we think about retail 
business, this step is not as easy and obvious as in producing sector. 
 
Earlier launched companies have strong power and control distribution of their 
products. Thus in general, it is not so easy to compete with them on a field of prices. 
Fortunately, in this particular sector it is possible because margin is still high. To 
compete by quality of service is not also so easy, because good service (approach to 
customers) is very good in countries such as France, the Netherlands etc. Then what can 
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be done by a new player in this battle? The question could be special and sophisticated 
knowledge and skills, at least in the beginning. 
 
The main target of doing business is offering various party products via an e-shop. It is 
possible to say that the e-shop is the most important tool of the company. Its proposal 
and a little bit deeper description is published further. 
 
4.3 Organizational plan 
The business plan is divided into three main parts. After the basic data, there is the 
organizational plan which is about organizational structure and human resources. 
Moreover, there is a list of some equipment which is necessary to purchase in its start-
up. Anyway, there are two more parts – marketing plan and financial plan. 
 
4.3.1 Organizational structure 
The company in its start-up consists only from 5 persons. 
 
Table 12: Organizational structure 
Post/name List of competences 
Zdenek Komenda - e-shop activities 
- marketing planning 
- accounting 
- HRM 
- distribution of orders – day shifts 
- organizing parties and aperos 
Lucien Koffi Onanina - purchasing products from suppliers 
- supply management 
- dealings with French authorities 
- communication with costumers – day shifts 
Dispatcher - communication with costumers – night shifts 
- distribution of orders - – night shifts 
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- delivering orders around Lyon 
Driver I - delivering orders around Lyon 
- other manual activities 
Driver II - delivering orders around Lyon 
- other manual activities 
 
Me and Lucien are owners of the company and we do not want to hire anybody else to 
this sphere of management. Content of our activities is really wide then. We need to 
work either on the future steps of the company or we have to arrange operative issues. 
There are only four external employees working. One of them as a dispatcher and 
communicate with customers – mainly during nights. He also prepares orders to the 
three drivers who are hired in the company as classic employees – thanks to this fact; 
we can save lots of money. In case of urgent needs me or Lucien can deliver orders too. 
There are not any other employees needed in this stage of the start-up. All work can be 
done by us. If business worked well, we would hire more people of course. 
 
4.3.2 Salaries and evaluation of employees 
Minimum wage of 1 321 € is a minimum level of gross amount, that is before deduction 
of income tax and social security contributions and which is established by law for work 
performed per month.  
 
Because me and Lucien are co-proprietors, we will get also a minimum salary 1 321€ 
per month. We will see how much final profit in the end of year will be – we are going 
to share it or invest into the company.  
 
The legal working hours (Temps de travail) in France is fixed at 35 hours per week. As 
with many things, this simple statement and the legislation that backs it up is not as 
simple as it may seem. This controversial framework was introduced in 2000 by a left-
wing government. Co-proprietors will definitely work more than 35 hours per week, 
even though they will not get paid for it – they will have to be ready to work 7 days in 
week. External workers will officially work only 35 hours per week, but it is more than 
- 55 - 
 
obvious they will have to work more than this amount. From these 3 employees, it 
would be suitable to employ at least 2 students because they are flexible and cheaper.  
 
 
Table 13: Opening hours of Partymobile 
Day Opening hours 
Monday 14 – 18h    20h – 2h 
Tuesday 14 – 18h    20h – 2h 
Wednesday 14 – 18h    20h – 2h 
Thursday 14 – 18h    20h – 2h 
Friday 14 – 18h    19h – 4h 
Saturday 19h – 4h 
Sunday 20h – 2h 
 
From Monday till Friday, there will be opened for 4 hours from 14h till 18h from a 
reason of preparing parties and processing of made orders from a previous day. Co-
proprietors will arrange these opening hours. Of course, in case emergency as to prepare 
a party, deliver goods etc. we will work too. External employees will work mainly 
during night shifts.  
 
4.3.3 Extra equipment 
To be sure our company will be able to deliver also bigger orders, it is necessary to have 
a car at our disposal. This car will serve future private costumers who will want to 
organize parties by us or they will want to deliver lots of products to their branches. 
 
4.3.3.1 Renault Kangoo Express 1pc 
“The two-seater version offers a maximum load volume of 4.6m and a payload of 
800kg. It may be equipped with a folding passenger seat, allowing the maximum load 
length at floor level to be extended from 2.1 metres to 2.9 metres (with seat in folded 
position). Compared with Renault Kangoo Express, these are increases of almost 39cm 
and 1m. 
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Renault Kangoo Express Maxi is a business tool that majors on economy, with a range 
of low-consumption diesel engines boasting CO2 emissions among the lowest on the 
market. The 1.5 dCi 85 powerplant returns average combined cycle fuel consumption of 
5.3 litres/100km, and less than 6 litres/100km on the urban cycle. This engine is 
available for both the two- and five-seater versions and emits 140g of CO2 per 
kilometre.” (auto-power-girl.com, 2010) 
 
Price: € 12 450 including VAT 
Way of buying: lease 36 months without any special fees: € 346 per month 
 
 
Picture 10: Renaul Kangoo Express,  
source: www.renault.fr 
 
4.3.3.2 Delivery scooter 3pcs 
As the ca serves big orders and party events, these small scooters serve ordinary orders. 
These transportation vehicles will be used for operating all orders which will made by 
consumers. They have brilliantly dealt loading cargo space. Thanks to it, a driver will be 









- Model and Engine Cylyndrée: 139QMB / 49.6 cc; 
- Empty Weight: 98 kg / Maximum Load: 150Kg; 
- Capacity and Consumption announced: 5l / Inf or = 2l for 100Km; 
- Maximum Speed: 50Km / h; 
- Maximum Power: 2.5 Kw/7500Tr/Min; 
- Delivery: Immediate 1 Week Access or Vehicle Available. 
 
Price: € 1 152 including VAT 
Way of buying: cash; 3 x 1 152 = € 3 456 
 
 
Picture 11: Delivery scooter, 
source: http://toutenligne.e-monsite.com/rubrique,rubrique,1034611.html 
 
4.4 Marketing plan 
4.4.1 Product 
The product is the first part of the marketing strategy called marketing mix or 4P 
strategy. Products of our company are mainly these: 
 
- Beers in cans, bottles; 
- wines like champagne, sparkling wines, white and red wines ; 
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- spirits like rums, vodkas, liqueurs, special spirits, etc. ; 
- alcohol free beverages like Coca-cola, Fanta, Sprite, Tonic, etc.; 
- snacks like baguettes, chips, chocolate, cookies, etc. ; 
- party products such air balloons, party hats, party tools etc. 
 
Two special products are offered. The first one is called „a special pack‟. We will offer 
more than 30 different special packs. These packs usually combine a bottle of spirit 
beverage, an alcohol free beverage and some snack. These packs are cheaper than a 
customer buys each product one by one. 
 
The second special product is more complex. It can be found at the shop as a green 
button „PARTY BUTTON‟. Under this link, individual persons or companies can order 
their party. When they contact us, we arrange a meeting with them. Purposes of the 
party, requests, proposals and ideas about the party are discussed and published during 
the meeting. Basically, we are able to organize any kind of party or event – from sport 
events till birthday party or anniversary celebration at a restaurant. We can arrange for 
notifications about an event, transportation of invited people, catering etc. Everything 
depends on a consumer‟s wishes. 
 
Since this last product is a little bit more complex and difficult, it will not be a major 
activity in the company‟s beginning. I assume, this service will get more and more 
important. Eventually, the e-shop and delivering of products must work well, then we 
can focus more on this service. 
 
4.4.2 Price 
It is important to set prices below pricing policy of competitors. We are new on the 
market so a powerful impulse for customers can be more friendly pricing policy.  
 
According to the table with taxation and duty levels on alcoholic drinks, a classic 
margin for retailers is 13,9%. We have to consider this number is for a common retailer 
who has a grocery shop.  
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When I counted margins according to this table with prices from the direct competitors, 
the final margin on a bottle of Captain Morgan Rum 0,7l brown colour was 26%. In my 
opinion, our company has a fair gap in setting margin.  
 
Of course, we will have to consider price list of competitors, when we make our prices. 
We will try to be cheaper than all other around 5 - 8%. 
 
For example Speed Apero charges 5€ as a delivery fee when an order is lower than 20€. 
We are going to charge 5€ for orders lower than 10€ and 3€ for orders lower than 15€. 
This pricing strategy is a little bit rough, but we need to attract also customers of our 
competitors. Once when they get known that our services are the same or better than our 
competitors‟ and we are also cheaper, they will be ours. 
 
The pricing strategy of the service „PARTY BUTTON‟ is completely individual. I guess 
profit from organizing events can be in range tens of per cents. 
 
4.4.3 Place 
There are two ways of ordering products: 
 
- By telephone; 
- online at the e-shop. 
 
All in all, . The platform of the shop is the most important tool of the company – it is 
also the main competitive advantage – all consumers can choose from all products. 
 
This e-shop is used by consumers as a classic list of offering products or if they want 
they are able to sign up, choose products and pay for them by a credit card or in cash 
after delivery. They can check and summarize their accounts, administrate their data and 
also check their purchase discount. 
 
The key facts of the e-shop: 
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- 2 languages: English and French – consumers are not limited by spoken 
language. English and French have to satisfy all potential consumers.  
- Paying by credit cards – a safe and fast way of paying for ordered products. 
Paying by credit cards can be used in online shopping and also when consumers 
visit our office to pick their products by them own.  
-  Fast and familiar working with the eshop. 
- Possibility of administrating a consumer‟s account. 




Picture 12: Proposal of the e-shop design 
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4.4.4 Promotion 
One of the most important activities is for the following months to spread the name and 
the link of the e-shop around Lyon. Citizens of Lyon need to remember there is a new 
player on the market – Partymobile.eu. 
 
There will be several activities how to reach this uneasy goal. 
 
4.4.4.1 Logo and company colours 
I have created a catchy logo which is easy to remember. It is very important to get this 
green/black logo with a green balloon to people‟s mind. 
  
The logo defines the company colours – green, black and white. The whole company 
will be using these colours – on leaflets, at the e-shop, in advertisement. All employees 




Picture 13: Company logo 
 
Price: € 0 
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4.4.4.2 Firm’s correspondence 
This component in promotion is not as important as the logo, but I am sure it can play a 
significant role as well. I have created the firm‟s correspondence. All correspondence 
will look like exactly the same – it will be synchronised and the company will perform 







Picture 14: Upper and bottom part of prepared correspondence 
 
Price: € 0 
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4.4.4.3 Business cards 
Business cards will be used for two activities. Firstly, as a recognition tool in B2B. Co-
proprietors will have created business cards for cases of business meetings. Secondly,   
a specially changed business cards will be given to each order. There will not be any 
concrete contact, just general contact and the link of the e-shop. It will positively affect 
people who order the products. Our brand and services will be spreading with each 
order. 
 
Picture 15: Business card of a co-proprietor 
 
Price:  1000pcs of bus.cards =  € 200 
 
 
4.4.4.4 Other promotion ideas 
I count on leaflets and special stickers in a timetable of starting business (point 4.6). 
They will be spread around Lyon before its beginning – that means in September. All 
students will be already at schools. Hired temporary workers will give these items not 
only young people and students but also to middle-aged population.  
 
Totally 5 000pcs of leaflets of A5 format and 3 000pcs of stickers will be created. 
Price:  5 000pcs of leaflets =  € 450 
Price:  3 000pcs of stickers =  € 350  
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It would be contributive to publish at least one advertisement in Lyonnese newspaper. It 
is placed on September at the timetable. This marketing event will attract also people 
who will not get the leaflets or stickers. 
 
In my opinion, the company should repeat this marketing proposals every month at least 
till the end of 2010. 
 
4.5 Financial plan 
4.5.1 Funding requirements 
In this part of the financial plan, I will try to propose the funding requirements – the list 
and amounts of money which will be needed to invest before its beginning in October. 
 
A note: For example under articles such Renault Kangoo Express, I calculate only a 
month amount of money. 
 
Table 14: Funding requirements 
Article  Amount of money in €  
Registration fees and other fees       400     
Equity capital*    4 000     
Extra equipment   
Renault Kangoo Express       346     
3pcs scooters    3 456     
PCs and other ICT technology    1 400     
Store equipment – shelfs etc.       450     
Cash desk       200     
Marketing    
E-shop    1 700     
Business cards       200     
Leaflets       450     
Stickers       350     
Other marketing material       150     
Fees connected with e-shop, domain…       100     
Short-term  assets – products 
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Beverages    4 300     
Snacks       350     
Other articles       200     
 
 TOTAL  18 052 €  
               - 4 000 € 
    14 052 € 
 
* Equity capital can be used after listing a company to the register of companies. 
 
Source of funds 
Lucien Koffi Onanina – 50% 
Zdenek Komenda – 50% 
Obviously, this business plan is composed in a way that it is not necessary to ask banks 
for any resources. 
 
4.5.2 Forecast profit and loss account 
The forecast for October is not as positive as I was expecting. The reason of „red 
numbers‟ in the result of the month is caused by fixed costs. Fixed costs represent a 
very high amount of money for salaries. That is the most demanding article in the 
following table. Sales will have to definitely increase because „the business needs to 
earn enough money to pay the employees‟. 
 
Period: 1 month - October 
Table 15: October - forecast  of net profit 
 in € 
Sales: 26 000 
  
Less direct (variable) costs:  
purchasing products 16 000 
others costs caused by PARTY BUTTON 1 000 
  
Total direct (variable) costs 17 000 
Gross profit/contribution 9 000 




Fixed costs (overheads)  








petrol  500 
lease of the car 346 
  
Total fixed costs 10 766 
Net profit -1 766 
 
I consider the company will be in a different situation in December. The end of year is 
typical by company parties. Many companies will organize some kind of Christmas or 
New Year‟s Eve parties for their employees. Last year was bad for this branch of 
business. The financial crisis is almost gone so companies will have more money than 
last year. 
 
The „black numbers‟ are accomplished by the „PARTY BUTTON‟ services and also by 
expanding of the e-shop partymobile.eu. 
. 
Period: 1 month - December 
Table 16: December - forecast  of net profit 
 in € 
Sales: 52 000 
  
Less direct (variable) costs:  
purchasing products 35 000 
others costs caused by PARTY BUTTON 1 000 
  
Total direct (variable) costs 36 000 
Gross profit/contribution 16 000 




Fixed costs (overheads)  








petrol  750 
lease of the car 346 
  
Total fixed costs 11 446 
Net profit 4 554 
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4.6 Timetable of starting business 
Here, you can see the proposal of the single steps (stages) which have to be done before 




June July August September October 
Start-up Paying all fees   
      Registration of the company     
     Contacting suppliers 
  
  
    Communication with partner companies 
  
    
   Purchasing of all equipment 
   
  
   Moving into the property 
   
  
   Filling the stock 
   
  
   A car and scooters 





     E-shop Contacting a programmer who will create the e-shop   
      Programming of the e-shop 
 
    
    Beta testing 
   
  
   Filling e-shop with products/prices/details/etc 
   
  
 Marketing Leaflets around Lyon 
   
    
  Advertisement in Lyonesse newspapers 
   
  
   Creating and distributing of stickers 
   
    
Opening Real beginning of business 
    
  
Picture 16: Timetable of starting business 
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Conclusion 
This bachelor‟s thesis asked how to create a business which could successfully operate 
on the market of fast delivering party products such alcohol and alcohol free beverages, 
and snacks which can be ordered online in the eshop or by phone. The operating market 
was in Lyon – one of the most interesting cities in France.  
 
In order to find out this, I have analyzed the whole French environment and their 
approaches. The analytical part could be a helpful guide for potential interested persons 
about French market due to complex information about France. I have analyzed 
potential competitors, suppliers, consumer behaviour. I have asked hundreds and 
hundreds people in Lyon to find out their attitudes about drinking alcohol. When an 
entrepreneur thinks about starting a company in France, a legal form of firm would have 
to been considered. Pre-starting activities in order to register a company varies from 
type to type of a chosen legal form. 
 
I proposed the business plan of a small company owned by two co-proprietors, a French 
and a Czech citizen, whose shares are equal. The funding requirements were not so 
high, thus it was not necessary to ask banks for additional financial resources. The 
proposal is presented in four parts: the executive summary and the basic data about the 
company and then the organizational, marketing and financial plans.  
 
I would like to highlight the presented marketing plan, which is composed as the 4P 
marketing strategy - product, price, place and promotion. I have defined products, 
which are offered by our company and the pricing strategy. The place aspect was 
proposed as an e-shop whose graphics was designed with respect on Managerial 
informatics study programme conditions. The company logo, colours and other 
promotion ideas was drafted in the programme CorelDraw X4. 
  
In conclusion, I would like to warn all interested people, in some particular countries, 
do not have to succeed in establishing or even negotiating with partners without 
knowledge of local languages, habits and attitudes. This fact was also one of the biggest 
problems during working on this project. It is definitely worth preparing prospective 
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projects in full details and to leave adequate time reserves in case any unexpected 
problems. 
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